This paper reviews the literature on the development of information technology in the field of advertising and proposes a concept model of audience beliefs and behavior toward digital advertising. Basically, advertising is a medium of communication based on the model of one-to-many communications models. For that reason, digital advertising is changing how advertisers market their products and services.
Introduction
Since the emergence of the Internet in Indonesia in the 90s, the patterns of production and consumption of society has shifted. Now, people are more likely to use e-mail than letters, read news on their smartphones, and browse online to find the data than going to the library. The internet has allowed people to connect and communicate faster, easier and cheaper. Advertising has also benefitted from this development of information and communication technology. Advertiser's products and services can be directly target specific audience.
This year, there are at least 88 million active Internet users, or about a third of the Indonesian population. Based on that number, 48 percent are Internet daily users, according to Indonesian Internet Service Provider Association (APJII). The average time spent on television consumers is just 2 hours 22 minutes. This is in contrast with the average time spent on the internet via PC or tablet, as much as 4 hours 42 minutes, and via mobile phone for 3 hours 33 minutes [2] . The main factor that led to the rapid growth of internet usage is the fast and stable network, and also supporting mobile devices and its application [8] . This growth will impact on the exposure of advertisements in both print and electronic media. Some advertisers believe that traditional media advertising is out-of-date and no longer effective in reaching the target consumer.
Magna Global Data show that in 2015 the total advertising expenditure in television, newspapers, outdoor, radio and magazines are stagnant and have even declined globally. On the contrary, total digital media advertising continues to rise and is expected to beat the total television advertising budget in 2017 (KataData, 2016). In addition, according to Global web index, social media advertising and online advertising have effectively increased brand awareness of a product or service. In Indonesia, the ratio 
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Advertising is an integral part of the promotional mix. In this modern era, advertising production pattern has also shifted due to the presence of information technology.
Initially, the pattern of production leads to mass, then segmented, and now fragmented advertising.
New Media and Digital Advertising
Advertising is one of the promotional mix elements designed to introduce, to persuade, and or to remind a product offering to the target audience. Messages in the ads can be delivered through various media, such as television, radio, and magazines.
Internet presence provides several significant advantages over advertising activities. Based on the above explanation, it is not surprising that today new media is seen as a very powerful advertising medium. However, it should be understood that, the character of the audience remains the same. They will click it when they are interested in the ads. On the contrary, they will ignore the unattractive ads.
Digital Media Audience
Referring to the theory of an audience, the theory of Uses and Gratification is relevant to describe the behavior of accessing this digital advertising. Uses and Gratification is a theory focusing on how individuals use the media and the needs sought from such use ( [3] : 247). Furthermore, [5] Some studies were also conducted in Indonesia to determine how the internet user behavior patterns when viewing the ads. In [12] , Sulistyo, in his research with 245 young people on the effect of confidence-in-the attitude toward the website advertising on user behavior, stated that Internet users have belief value that the advertisement on the website is an irritating factor, especially because its number is too many [12] . Therefore, Internet users will as much as possibly avoid the ads appearing like their behavior when accessing traditional media. Even so, the internet ads also have other significantly positive beliefs, like information and entertainment ( [7] : 299).
Another research was conducted by [9] on the behavior of avoiding advertising on the internet with students at the University of Atma Jaya Yogyakarta. The result showed that the factors of perceived goal impediment, perceived ads clutter, prior negative experiences contribute to the avoidance of advertising on the Internet [9] .
These three factors are the negative aspects in view of digital advertising coming from [3] study, entitled Why Do People Avoid Advertising on the Internet. Factors perceived impediment goal consists of distraction, disruption, and search hindrance. Then, factor of perceived ads clutter consists of irritation, exclusiveness, and excessiveness. Finally,
